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Haier is an “aircraft carrier” of China's electrical home appliance industry, as 
well as the banner of Chinese enterprise. Today, Haier is well known by more and 
more Chinese and abroad. Why Haier can keep developing so fast and become an 
famous brand from a small factories with a loss of 1.47 million? Standing whatever 
on management theory or company development, it is believed that talents, on which 
enterprise’s development and innovation depends, are the real resources for an 
enterprise. Management is system engineering, including the theoretical, institutional, 
scientific, technological, cultural, philosophical, psychological and other factors, 
scientific and effective management of human resources will always be ideal pursuit 
of enterprise. The slogan of “Learning GE, breaking into the world's top 500” Haier 
put forward, has shocked the Chinese business community. Known as the first 
Chinese companies which was introduced into Harvard Business School Lecture, 
Haier Group has become a model of success of China's modern enterprises. For the 
factors of the success, human resources management is the basic and most important 
one, which put forward Haier’s every process of development. Focusing on the point 
of content-based motivation theory, by reading the relevant theoretical works, 
reference to the relevant research data, this paper had researched Haier’s innovative 
practice based on content-based motivation. Based on above, we can get the 
conclusion that, Haier’s innovative practice based on content-based motivation proved 
to be successful, for it  not only upholds the basic theory of content-based motivation, 
but also keep innovating according to practice based its own conditions. Therefore, 
Haier achieves a win-win situation for both corporate development and employees’ 
success. All the innovative practices reflects the Haier’s  wisdom, it is certain that 
Haier is a successful model of modern enterprise human resource management, and is 
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第一章  绪论 










有 1000 万台各种家电进入民众的家庭；在海外，海尔已销售了 500 多万台家电。
2008 年海尔集团实现全球营业额 1220 亿元，全球员工总数超过 5万人，海尔品
牌价值高达 803 亿元，是中国家电行业第一品牌。自 2002 年以来，海尔品牌连












                                                        











































                                                        
















































































第二章  本文的理论基础：内容型激励理论 
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图2  劳动生产力与激励水平的关系 
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